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Abstract: 
Internet technologies are significant part of whole society. Most 
studies show that sales via e-commerce are constantly growing. In-
ternet technologies provide opportunities for different-sized com-
panies to expand their client base, have an active dialogue with 
stakeholders, enter new markets and optimize business processes. 
This article describes the basic concepts of e-business. 
Keywords:
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Since the international market is represented by a large number of small 
and medium-sized enterprises (SMEs), article analyzes how to implement 
and maintain e-commerce in this business segment. 
In addition, issues related to the application of social responsibility in 
e-commerce are disclosed. Many authors argue companies that focus their 
efforts on online sales must have an obligation to take care of the society 
and environment. Authors made an attempt to evaluate trade by the Inter-
net as a factor influencing the application of a socially responsible strategy.
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The concept and role of e-business. The term “e-business” is understood 
as any business activity that uses the capabilities of global information 
networks to create profit. Electronic business includes: sales, marketing, 
financial analysis, employee search, user and partnership support. An 
integral part of e-business is e-commerce. It implies full cycle of opera-
tions, including the order of goods / services, payments, delivery of goods 
/ services using IT which provide the transfer of ownership rights [2]. Of-
ten e-commerce involves the creation of a site through which custom-
ers can familiarize themselves with the product or service and purchase 
it [3]. There are several types of e-commerce: B2B (business entities in-
teract with other enterprises for the sale by using the Internet); B2C (the 
process of selling products or services to customers by the Internet); C2B 
(this type of e-commerce provides the consumer the opportunity to in-
dependently determine the cost for various goods and services offered by 
companies); C2C (the scheme of electronic sale and purchase of the end 
user’s goods from another end user, in which the buyer and seller are in-
dividuals) [3]. In this article we consider Internet strategies for B2B and 
B2C types of business. 
At the current stage of economic development, e-business is gaining mo-
mentum. The Internet practically “erases” the geographical, communica-
tion and other barriers that are most typical for traditional forms of doing 
business. Global networks fundamentally changed the strategy and tactics 
of doing business [12]. At the moment, with the development of Internet 
technologies, companies of different caliber have the potential to expand 
their activities in national and international arenas.
Firms that use the Network to generate revenue gain additional opportu-
nities and advantages over companies that avoid Internet sales. The main 
advantage is costs reduction [12]. Many companies have recognized the 
importance of developing an online platform for their business in order to 
provide a higher level of interaction with the client [6]. Today the question 
is raised about the transition of business strategies from e-commerce to 
social commerce. In general terms, the direction of social commerce can 
be characterized as a combination of new models of retail online sales or 
marketing strategies to promote sales through social networks [8]. Au-
thors Chia-Ying Li and Yi-Cheng Ku argue that consumers perceive social 
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commerce as an environment in which all members are psychologically 
present, receive support from other consumers [8].
Internet strategies have advantages and challenges. Small and medium 
enterprises (SME) face more often with difficulties of implementation 
e-strategies than big companies. There are problems associated with 
logistics and payments, security and legal framework. Other problems that 
prevent business from participating in e-commerce: lack of awareness of 
e-commerce and e-commerce business models, lack of knowledge about 
e-commerce, trust issues, and others [10].
Social responsibility as an aspect of e-commerce. In addition, the topic of 
social responsibility of business in the e-commerce is gaining popularity 
in the scientific and business communities. The adoption of corporate so-
cial responsibility can be the main advantage foe companies in the mar-
ket. Having a positive social goal that meets the needs of the company’s 
target market can be a key factor for the success of online business. Com-
panies can regularly report on the achievements of social goals and com-
mitments using the Network.
In the survey conducted by Nielsen, 55% of international buyers (repre-
sentatives of 60 countries) using the Internet stated that they would be 
willing to pay more for products and services of enterprises that have a 
positive social and environmental impact [4, 5].
S. Krätzig and B. Warren-Kretzschmar consider CSR within the framework 
of social networks. The emergence of online social networks provides com-
panies with new alternatives in the field of CSR communications. Compa-
nies are increasingly using online networks for interactive communication 
with stakeholders on CSR [7]. On the other hand, users can use the Web to 
express complaints and negative impressions; this can lead to a very dan-
gerous form of advertising that affects the reputation of the company [1].
In this article we attempt to find the link between CSR (corporate social 
responsibility) strategies adopting by SME and using e-business. We take 
part in the international project “Sustainable marketing concept and its 
implementation in selected European markets - identification of interna-
tional differences”. 6 countries with different levels of economic develop-
ment took part in this survey: Russia, Poland, Croatia, Spain, Germany and 
Great Britain. We investigated the influence of factors such as: the presence 
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of a mission, the knowledge of CSR terminology, the number of personnel, 
the net turnover, the age of the firm, the sale of goods / services on the 
Internet, the country’s GDP on apply social responsibility to SMEs. The 
survey involved 750 food companies (125 companies in each country) [9].
Was used the binary choice model (probit) to assess the impact of factors 
on the probability of social responsibility. The dependent variable takes 
one of the two values  0 (none) and 1 (yes) (Does the company use a so-
cially responsible strategy?). Evaluation of the model was carried out in 
the software package “Stata”. The formula for the binary selection model 
is presented below. It is worth noting that in our study there was no con-
sideration of different channels of Internet sales, we considered a gener-
alized factor – the sale of goods / services on the Internet. 
Ρ (practice) = F (β0 + β1 × mission + β2 × term + β3 × staff + 
β4 × turnover + β5 × origin + β6 × p4_31b + β7 × gdppc),
where mission is a mission; term - knowledge of terminology; staff - number 
of staff; turnover - net turnover; origin - the age of the firm; p4_31b - sales 
of goods / services on the Internet; gdppc - GDP of the country, $ / 1000.
The results of testing the binary selection model showed a positive im-
pact of sales by the Internet on the application of a socially responsible 
strategy (table 1).
Table 1 –The results of testing the model of binary choice
Main factor Coefficient Marginal effects Influence
Using the Internet 
as a channel for 
sales
0,235***
(0,076)
9,3%
A large share of sales on the 
Internet increases the likelihood 
that the company will have 
a socially responsible strategy
 *** 1% level of significance. The standard errors are given in brackets. 
The number of observations – 560. Prob> chi2 = 0.000. Pseudo R2 = 0.157
Econometric analysis proved that the following factors influence the ap-
plication of social responsibility:
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1. Having a mission (formulated direction of development);
2. Knowledge of terminology (awareness);
3. The age of the firm (experience, established relationships with suppli-
ers and customers, new ways of development);
4. Using the Internet (sales, dialogue with clients and partners, sharing 
the information);
5. Economic development of the country [9].
Conclusion. Internet technologies have a huge impact on changing busi-
ness strategies around the world. Russian and foreign authors confirm the 
possibility of using Internet channels for increasing the client base, direct 
interaction with stakeholders, promotion and expansion of business in 
national and international markets. Internet strategies are actively used 
by large, small and medium businesses. These strategies have their ad-
vantages and limitations. Restrictions include: problems related to logis-
tics and payments, security and the application of the legal framework.
The authors of some works argue that companies use Internet channels 
not fully. Changes in the management model are needed, starting with 
a real understanding of the Internet business channels based on proper 
planning, use and control.
In addition, the management of Internet tools can and should play an im-
portant role in the CSR strategy adopted by the company. An empirical 
study conducted in 6 countries with different economic levels of devel-
opment has proved the positive impact of using the Network as a chan-
nel for sales, on the application of socially responsible business strategy.
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